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ABSTRACT 
Previous studies show that a superior tourist experience would lead to travel satisfaction and 
develop loyalty towards a destination. However, the role and influence of experience quality 
on tourist behavioural intentions have yet to be thoroughly scrutinized. This study aims at 
examining the experience quality of Pangkor Island tourists and its effect on their satisfaction 
and destination loyalty. This research applied the convenience sampling method whereby the 
survey data were collected conveniently from the tourists visiting Pangkor Island. The data 
obtained were examined via Partial Least Square-Structural Equation Modelling (PLS-SEM). 
The structural model assessment proposed that the natural attraction of Pangkor Island, the 
local behaviour, destination value, safety and cleanliness influence the tourists' satisfaction 
and destination loyalty. This study contributes to a better understanding of how the quality of 
tourist experience affect their behavioural mechanisms: travel satisfaction and destination 
loyalty. The research findings contribute to the literature on island tourism and enrich the 
existing knowledge of experience quality components and their effect on tourists’ satisfaction 
and destination loyalty. 
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1.0 INTRODUCTION 
An island has the potential to be one of the tourist attractions if it comprises a diversity of 
natural ecosystems such as plant species and wildlife that cannot be found in other areas 
(Brown & Cave, 2010). Eccles (1996) defines island tourism as a tourist activity that occurs 
within the boundaries of an island. Island tourism relies on the island available tourism product 
which includes possible activities on the island itself. Island tourism is one of the important 
tourism products for many nations and has been utilised as a catalyst for socio-economic 
development for local communities (Hanafiah, Azman, Jamaluddin, & Aminuddin, 2016). 
Malaysia has several outstandingly beautiful islands in the world in addition to the variety of 
fish species, coral reefs and other marine life (Zainuddin, Zahari, Radzi, Hanafiah, & Ishak, 
2018). Among the islands that attract tourists’ interest to visit Malaysia are Redang, Langkawi, 
Tioman, Kapas, Perhentian, Sipadan and Pangkor. 
Island tourism can be seen as one of the products and services that can be resold (revisited) 
and recommended to others (Brown & Cave, 2010; Hanafiah et al., 2016; Lim & Cooper, 2009; 
Sangpikul, 2018). Therefore, like other businesses, the island tourism industry is much 
concerned with the tourists’ revisit behaviour (San Martin, Collado, & Rodriguez del Bosque, 
2013). Like other businesses too, maintaining existing tourists is more cost-effective than 
getting new ones (Oppermann, 2000; Sun, Chi, & Xu, 2013). Thus, building destination loyalty 
is one of the most effective strategies to improve the number of tourists to revisit a tourism 
destination (Yoon & Uysal, 2005). These loyal tourists are more likely recommended the same 
destination to others especially to their family, friends, and relatives (Kim, Holland, & Han, 
2013; Sangpikul, 2018; Toyama & Yamada, 2012; Yoon & Uysal, 2005). 
Many tourism researchers identified cognitive and emotional evaluation of a tourist 
destination, visit intensity, and tourism price may affect tourist loyalty (Antón, Camarero, & 
Laguna-García, 2018; Gössling, Scott, Hall, Ceron, & Dubois, 2012; Kim & Thapa, 2018). The 
existing tourism studies also emphasised how the overall image of a destination is highly 
Journal of Nusantara Studies 2019, Vol 4(1) 186-210  ISSN 0127-9386 (Online) 
http://dx.doi.org/10.24200/jonus.vol4iss1pp186-210 
 
 
188 
 
perceived by tourists (Cheng & Lu, 2013; Hunter, 2010; Park & Njite, 2010). However, limited 
researchers assessed the impact of tourist experience quality on destination loyalty. Most of the 
existing research overlooks the effect of destination attributes on tourists' experience quality, 
which is believed to have an impact especially in generating their level of satisfaction as well 
as the contributing towards loyalty (Brown & Cave, 2010; San Martin et al., 2013; Sangpikul, 
2018). 
In terms of island tourism, the studies done by the previous researchers specifically on 
island tourism focused only on the development and sustainability factors (Allahar, 2015; 
Eusébio, Vieira, & Lima, 2018; Lim & Cooper, 2009). Meanwhile, tourist experience attributes 
such as natural attraction, the local people, destination value, available services and facilities, 
and safety and cleanliness were usually being highlighted in investigating the image of a tourist 
destination (Coban, 2012; Kim et al., 2013). There were only limited studies which included 
all these attributes and tested it together in a single research framework. Moreover, most of the 
studies which highlighted on island tourism focused on the international market, excluding the 
local tourist perception (Hanafiah, Jamaluddin, & Zulkifly, 2013; Stone & Nyaupane, 2018). 
Therefore, by referencing back to the gap existed from the research, this study attempts to 
identify the Pangkor Island tourist experience quality and investigate the experience quality 
effect on tourist satisfaction as well as the tourists’ loyalty to the island. Specifically, this study 
investigates i) Pangkor Island tourist experience quality; ii) the effect of Pangkor Island tourist 
experience quality on the tourist satisfaction and destination loyalty.  
This study identified six important attributes of tourist experience quality. They are a 
natural attraction, the local people, destination value, available services and facilities and 
safety, and cleanliness. The tourist experience quality attributes (natural attraction, local people 
behaviour, value of destination, services and facilities, and safety and cleanliness) are therefore 
assumed to directly and significantly influence satisfaction and destination loyalty are 
influenced by tourist satisfaction.  Based on these attributes, six hypotheses were developed to 
assist the researcher in examining the effect of Pangkor Island tourist experience quality on 
their satisfaction and destination loyalty. The research hypotheses are: 
 
H1:  The higher the experience quality on the natural attraction of Pangkor Island, 
the higher the travellers' satisfaction. 
H2: The higher the experience quality on the local people of Pangkor Island, the 
higher the travellers' satisfaction. 
Journal of Nusantara Studies 2019, Vol 4(1) 186-210  ISSN 0127-9386 (Online) 
http://dx.doi.org/10.24200/jonus.vol4iss1pp186-210 
 
 
189 
 
H3: The higher the experience quality on the value of Pangkor Island, the higher the 
travellers' satisfaction. 
H4: The higher the experience quality on the services and facilities of Pangkor 
Island, the higher the travellers' satisfaction. 
H5: The higher the experience quality on the safety and cleanliness of Pangkor 
Island, the higher the travellers' satisfaction. 
H6: The higher the traveller satisfaction with Pangkor Island, the higher the 
travellers' destination loyalty. 
 
Figure 1 below shows the study framework for this research. The independent variable consists 
of five attributes of travel experience quality: natural attraction, local people behaviour, the 
value of destination, services and facilities, and safety and cleanliness. The dependent variables 
are tourist satisfaction and destination loyalty.  
 
 
Figure 1: Study framework 
(Sources: Kim et al., 2013; Sangpikul, 2018; Toyama & Yamada, 2012; Yoon & Uysal, 
2005) 
 
1.1 Location of the Study 
Pangkor Island is located in the state of Perak, Malaysia. The name of Pangkor Island comes 
from the Thai words ‘Pang Ko’, which means beautiful island. It concerns a bunch of islands 
with Pangkor as its primary island and following to that is a trio of smaller islands: Pangkor 
Laut, Pulau Mentagor and Pulau Giam. Pangkor Laut is the best tourism island among the three 
islands. Pangkor is a mountainous island with the most noteworthy point that is at 1216 meters 
(Pangkor Hill). Since the main island comprises of fair mountains, the streets are lying in a 
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circle around the island. The island contains several international hotels/resorts, and it can get 
jam-packed during school and public occasions. Figure 2 shows the map of Pangkor Island. 
 
 
Figure 2: Pangkor Island map 
(Source: Go2travelmalaysia.com) 
 
2.0 LITERATURE REVIEW 
2.1 Tourist Satisfaction 
Satisfaction is characterised as a pleasurable feeling of satisfaction resulting from the 
customer's comparison of item execution to a few pre-purchase standards (Oviedo-García, 
Vega-Vázquez, Castellanos-Verdugo, & Reyes-Guizar, 2016). The estimation of visitor 
fulfilment at the destination level has been broadly investigated by tourism researchers, 
professionals, and policymakers (Lee, 2015). Typically, since tourist satisfaction may be a solid 
indicator of intention to return to the destination and the eagerness to suggest it to others, it is 
for the most part accepted that highly fulfilled visitors are more likely to return to the same 
destination and are more willing to share their positive destination involvement with their 
companions and relatives. Tourists who have been fulfilled with their past visited destinations 
might seek for a comparable but new involvement with distinctive goals. Word-of-mouth 
communication is relatively more important for the destination because it is the most reliable 
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and often sought type of information for people who are interested in travelling (Antón et al., 
2018; Gössling et al., 2012; Kim & Thapa, 2018). 
In the context of consumer behaviour, if performance exceeds expectations, the result is 
visitor fulfilment; in any case, when expectations exceed performance, the result is a 
disappointment. Visitor fulfilment is vital in destination promoting since it has an impact on 
the destination choice, the operation of administrations and utilization of products, the 
frequency of repeated visits, verbal recommendations and reputation as well as the 
dependability of the destination (Brown & Cave, 2010; San Martin et al., 2013; Sangpikul, 
2018). Hence, an appraisal of visitor satisfaction when it comes to island destinations basically 
can assist the destination managers in revising and upgrading the travel involvement of the 
tourists besides creating an excellent destination promotion. 
 
2.2 Destination Loyalty  
Loyalty refers to consumer intention or behaviour to re-purchase products or services, whereby 
it causes repetitive same-brand purchased. When the product of concern is multidimensional 
and amorphous like a travel destination, circumstances are more diverse compared to an inn or 
restaurant product, let alone customer items (Tasci, 2017). In promoting literature, loyalty 
measures a consumer’s quality of love towards a brand. Sangpikul (2018) and Kim et al. (2013) 
mentioned in their study that it is based on a consumer brand preference or intention to buy the 
brand. Customer satisfaction, customer experience, value, service quality, performance, price, 
and brand name may contribute to loyalty. Destination loyalty concept has often been explored 
by the tourism researcher as an effort of creating the best possible ways in bringing in more 
visitors to the particular destination (Aise Kyoungjin & Graham, 2012; Cong, 2016; Coban, 
2012; Oppermann, 2000). 
Components that affect destination loyalty directly or indirectly have been recognized as 
the components of consumer-based brand equity-familiarity, quality, esteem, and image as well 
as other consumer behavior factors, such as fulfilment, action involvement, believe, novelty 
seeking, motivation and risk discernment (Aise Kyoungjin & Graham, 2012; Cong, 2016; 
Coban, 2012; Tasci, 2017; Sangpikul, 2018). The empirical research supports the idea that 
destination loyalty is altogether impacted by visitors’ satisfied involvement or vital experience 
of destination attributes. In other words, it has been noted that visitors with more agreeable 
experience are more likely to return (Aise Kyoungjin & Graham, 2012; Deng & Pierskalla, 
2011; San Martin et al., 2013). However, enhancing the loyalty of visitors is one of the most 
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difficult challenges of a destination, especially when it comes to island destinations (Sangpikul, 
2018; Sun et al., 2013). Therefore, only by understanding the determinants of island destination 
devotion, it certainly will assist the destination directors in creating successful island tourism 
while at the same time increasing its competitiveness. 
 
2.3 Predictors of Tourists’ Satisfaction and Destination Loyalty 
Based on the previously available literature, it has been revealed that there were several 
variables which possessed impacts towards the satisfaction of visitors as well as the destination 
loyalty (e.g., goal picture, seen quality, travel encounter). Taking the cultural tourism of 
Cappadocia (Turkey) as an instance, Coban (2012) has found that the availability of cognitive 
and passionate pictures of the destination attractions directly influenced visitors’ fulfilment, 
though cognitive image incompletely influenced destination loyalty. Visitor fulfilment with 
destination attributes moreover profoundly affected destination loyalty. Thus, it can be safely 
said that greater impact is possessed by the visitor fulfilment in reference to the loyalty of the 
tourists rather than the destination image. 
According to Sangpikul (2018) in his study, destination attributes affected the relationship 
that is present between quality, fulfilment and behaviour. It also has been discovered that 
fulfilment is basically affected by execution quality, but contrariwise, fulfilment particularly is 
not one of the factors intervening the impact quality has on behavioural intentions. Specifically, 
the execution quality possessed a more grounded impact when it involves behavioural 
intentions if to be compared to fulfilment; suggesting that high execution quality empowered 
the participants to appear being more loyal and they might return and spread positive 
experience and news about the festival (Toyama & Yamada, 2012). 
Overall fulfilment is known as the individuals subjectively utilises the evaluation based on 
all the components related to the experiences, such as accommodation, attractions, activities, 
and food. Marketers characterised the concept of fulfilment as post-purchase behaviour, and 
this is of vital significance to businesses since its impact on repeat purchases and word-of-
mouth suggestions (Özdemir & Utkun, 2015). General fulfilment intervened the impact 
perceived value has on destination loyalty both for the first-timers as well as the former visitors 
who have repeated trips regardless of experience at the destination (Deng & Pierskalla, 2011). 
Hence, the novelty had a more prominent effect on destination loyalty than familiarity. In any 
case, the novelty involvement had a coordinate effect on fulfilment and an indirect effect on 
loyalty. 
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In reference to past research, there are some earlier studies uncovering a few components 
of affecting visitor fulfilment and destination loyalty such as destination image perceived 
quality and travel experience (Aise Kyoungjin & Graham, 2012; Deng & Pierskalla, 2011; 
Coban, 2012). Besides the attraction the island has which is mainly the beach, in any case, the 
existing research has not profoundly examined components of travel involvement in which 
tends to increase the visitor fulfilment and destination loyalty at island destinations (Sangpikul, 
2018). There are differences between the assets and characteristics of the environment when it 
comes to the beach if it is to be compared with the mainland and these are among the elements 
affecting the relationship that is present between the three factors in the most unexpected way. 
In accordance with Sangpikul (2018) and Kim et al. (2013), it also requires an in-depth 
investigation in understanding how tourism experience quality lead towards the loyalty of the 
visitors. 
 
2.4 Tourist Experience Quality  
The term tourist experience quality refers to the perception of the tourists towards the tourism 
environment (Aise Kyoungjin & Graham, 2012; Ekiz & Khoo-Lattimore, 2014). Tourist 
perception happens through tourists’ engagement, association, recognition, and support in 
occasions, activities, or visitor attractions at the destinations. Tourist developed the perceived 
image of a destination based on the destination traits or features. Researchers regularly 
surveyed what the destination traits and place of attractions that attracted visitors to visit the 
destination at the first place (Ekiz & Khoo-Lattimore, 2014) are. These pull factors include 
items and services such as accommodation, food, touring, shopping, visitor attractions, and 
destination environment (Cong, 2016). 
Generally, it can be said that most destination traits in island destinations are comparable 
to the common pull factors of territory destinations. However, there are certain attributes 
possessed by the place which influenced the visitors in a positive way to continue visiting it 
such as the presence of beaches, availability of beach activities, island tours, variety of local 
foods as well as the climate (Aise Kyoungjin & Graham, 2012; Ekiz & Khoo-Lattimore, 2014; 
Deng & Pierskalla, 2011; Sangpikul, 2018). Numerous visitors learn about the unused culture 
besides trying local food as well as having relaxation activities that they can do on the islands. 
The traits and attractions of the destination are associated to the tourists’ visit to the destinations 
(Cong, 2016), and it is also believed to have a potential in affecting the satisfaction of the tourist 
and loyalty (Deng & Pierskalla, 2011). 
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Travel experience on these attributes is subsequently imperative to destination 
advancement (Kim & Thapa, 2018; Lee, 2015) since visitors who possessed positive 
experiences in terms of products, administrations, and other resources during their stay in a 
tourism destination may appear to have satisfaction over the destination and thus promoting 
revisit intention (destination loyalty) and verbal recommendations to other visitors in future 
(Aise Kyoungjin & Graham, 2012; Antón et al., 2018). Otherwise, the quality of travelling 
experience is additionally respected as one of the key variables that influenced individuals in 
deciding to visit a specific destination besides serving as the basis of destination 
competitiveness (Aise Kyoungjin & Graham, 2012). 
The previous related study also uncovered a few previous studies which are related to the 
area of research where different aspects of travelling experience, the satisfaction of tourists and 
destination loyalty are being highlighted. Aise Kyoungjin and Graham (2012) and Kim and 
Thapa (2018) have stated the impact of perceived travel involvement on general satisfaction 
and destination loyalty in nature-based regions. They explored which travel experiences and 
individual characteristics have a huge impact on guest fulfilment and destination loyalty. Based 
on the findings, it has been found that when a destination has modern involvement, adventure 
involvement, and geographical attractions, it will pretty much have the potential to promote the 
tourists’ or visitors’ return behaviour the particular place. 
 
3.0 METHODOLOGY 
3.1 Research Design 
This research focused on Pangkor Island, Malaysia. Traditionally, Pangkor Island has been 
sold as a “sun, sand, sea” destination in Malaysia as compared to Langkawi Island, which also 
offers duty-free shopping. This study employed a causal research design using a cross-sectional 
sample survey. The questionnaire is self-administered and divided into four parts, and it was 
then used in collecting the data needed for the research. 
 
3.2 Population and Sample  
The unit of analysis is a domestic tourist visiting Pangkor Island. According to the Official 
Portal of Manjung Municipal Council (2017), the estimated population for visitors that visited 
the Pangkor Island is 1,954,168 people. Table 1 reports the Pangkor Island visitors’ statistic 
(2013-2017). 
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Table 1: Pangkor Island visitors’ statistic (2013-2017) 
Year Number of Visitors 
2013 1,904,785 
2014 1,860,212 
2015 1,976,518 
2016 2,286,594 
2017 1,954,168 
Sources: Official Portal of Manjung Municipal Council (2017) 
 
Due to limited time and human resources, the convenience sampling method was used in 
the data collection process. In line with the ratio of N (sample size) to q (the number of model 
parameters), N/ q ≥ 5 (Myers, Ahn, & Jin, 2011), it can be concluded that the size of the sample 
for this particular study is actually acceptable because the recommended threshold of 200 (20 
parameters × 10 observations for each parameter) minimum sample size. 
 
3.3 Survey Instruments  
The questionnaire consisted of two sections: a) travel experience quality, and b) tourist 
satisfaction and destination loyalty. The questionnaire was prepared in the English language. 
This section will explain the variables used in this study, adoption sources, number of items 
and the type of scales used in the survey. Table 2 reports the research instruments. 
 
Table 2: Survey instruments 
Section Instruments Items Type of scale 
A Natural Attraction 3 5-point Likert-scale type (1=Strongly 
Disagree, to 5=Strongly Agree) 
 
A Local People Behaviour 3 
A Destination Value 3 
A Services and Facilities 3 
A Safety and Cleanliness 3 
B Tourist Satisfaction 3 
B Destination Loyalty 2 
 
The questionnaire consisted of four sections: a) tourists’ demographic information b) 
perception towards tourist experience quality c) tourist satisfaction and d) destination loyalty. 
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A total of 20 adopted instruments were used (Kim et al., 2013; Sangpikul, 2018; Toyama & 
Yamada, 2012; Yoon & Uysal, 2005). The table reports the instruments used to assess tourist 
experience, tourist satisfaction, and destination loyalty. The instruments assessed the tourist’s 
agreement about the services and product quality that were provided by the destination 
attraction. The instruments also assessed the tourist’s agreement on their satisfaction and their 
future behavioural intention on the services and product quality that was provided at Pangkor 
Island. 
 
3.4 Data Collection  
The researchers screen the visitors, focusing on the domestic tourists and randomly approached 
them, and they were asked whether they are willing to cooperate in participating as the 
respondents for the survey. They rated their responses to the items in the questionnaires in 
reference to elements such as their perception on the tourism experience, satisfaction, and 
loyalty based on a specific scale (1 = strongly disagree to 5 = strongly agree). From 400 survey 
questionnaires distributed, only 62 cannot be used as there were limited/incomplete answers 
by the respondents as well as missing data. A total number of 338 questionnaires were used, 
and the data from the questionnaires were computed to proceed with the data analysis process. 
 
3.5 Data Analysis 
The Partial Least Square-Structural Equation Modeling (PLS-SEM) is utilised to confirm the 
research framework and to test the research hypotheses. Unlike other SEM covariance-based 
groups, PLS-SEM is a variance-based approach, and a combination of principal components 
analysis which relates measures to constructs and path analysis, which allows for the 
development of constructing systems (Hair, Ringle, & Sarstedt, 2013). 
This study adopted PLS-SEM method based on several reasons. First, Vinzi, Lauro, and 
Amato (2005) suggested that PLS-SEM is particularly useful for causal-predictive analysis in 
situations of high complexity and low theoretical information availability. The benefits of this 
soft-modelling approach include its ability to account the theoretical conditions, measurement 
conditions, distributional considerations, and practical considerations. In addition, PLS-SEM 
is an exploratory statistical tool that can process secondary data (Hair et al., 2013). Also, the 
PLS approach is suitable concerning the researcher’s prediction-oriented objective (Chin, 
2010). 
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PLS-SEM path models consist of a two-step approach which involves estimating the 
measurement model before undertaking an analysis of the structural model. This study 
describes the measurement considerations (reflective construct) and reports the result of the 
measurement model and the path coefficients based on the PLS-SEM analysis. 
 
4.0 RESULTS 
4.1 Respondents’ Profile 
All the 338 respondents’ background were examined by using descriptive statistic. These are 
the demographic data obtained from the respondents to determine their background which are 
age, gender, marital status, education level, travelling frequency to Pangkor Island, and 
monthly income. The results obtained from this study are displayed in Table 3 below: 
 
Table 3: Demographic analysis 
Demographic Variables Frequencies Percentage (%) 
Age 18-25 years old 
26-30 years old 
31-40 years old 
41 and above 
166 
94 
50 
28 
49.1 
27.8 
14.8 
8.3 
Gender Male 
Female  
185 
153 
54.7 
45.3 
Marital status Single 
Married 
228 
110 
67.5 
32.5 
Education level Bachelor’s degree 
Master’s degree or Higher 
High School or Lower 
78 
202 
58 
23.1 
59.8 
17.2 
Nationality Locals 
Foreigners 
125 
213 
36.9 
63.1 
Travelling 
Frequency 
First timer 
Repeat visitor 
153 
185 
45.2 
54.8 
 
Table 3 illustrates that more than half of the respondents are between the age of 18 to 25 
years old (n=166) while 27.8% (n=94) of them are between 26 to 30 years old and 14.8% 
(n=50) are between 31 to 40 years old. The balance of 8.3% (n=28) of the respondents are 41 
and above years old. Most of the respondents were females (54.7%; n=185) while the 
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remaining balance (45.3%; n=153) were males. Majority of them (67.5%; n=228) were single 
and only 32.5% (n=110) were married. Meanwhile, 23.1% (n=78) of the respondents possessed 
Bachelor’s degree qualification, followed by 58.9% (n=202) of respondents with Master’s 
degree, and finally, 17.2% (n=58) of the respondents possessed higher school qualification. 
Majority of them (63.1%; n=213) were foreigners and only 36.9% (n=125) were locals. 
Looking at their travelling frequency to Pangkor Island destinations, 45.3% (n=153) of them 
are the first timers, while 54.8% (n=185) of them had been to Pangkor Island more than once. 
 
4.2 Descriptive Analysis 
The research instrument consists of seven research constructs namely natural attraction, local 
behaviour, value destination, services and facilities, and safety and cleanliness, satisfaction, 
and lastly destination loyalty. All items were developed by using a 5-point Likert scale 
(1=Strongly Disagree to 5=Strongly Agree). Below is the descriptive analysis of these seven 
research constructs. Table 4 reports the descriptive analysis of tourist experience quality 
instruments. 
 
Table 4: Descriptive analysis on tourist experience quality 
Construct  Code Items N Mean Standard 
Deviation 
Natural 
attraction 
A1 Enjoy beaches 338 4.25 0.723 
A2 Beautiful nature. 338 4.16 0.708 
A3 Climate 338 3.87 0.750 
Local  B1 Friendliness of locals 338 3.91 0.645 
behaviour B2 The hospitality of hotel/resort staff 338 4.02 0.653 
 B3 Local culture and lifestyle 338 3.92 0.660 
Value 
destination 
C1 Low cost of living 338 3.80 0.849 
C2 Worth for money 338 3.90 0.783 
 C3 Value for money packages 338 4.04 0.588 
Services and 
facilities 
D1 Accommodation/facilities 338 3.98 0.682 
D2 Leisure/entertainment 338 4.00 0.658 
 D3 Accessibility 338 4.01 0.621 
Safety and 
cleanliness 
E1 Safe travel  338 3.87 0.713 
E2 Hygienic food services 338 4.01 0.621 
 E3 Clean Island 338 3.91 0.690 
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Majority of the respondents enjoyed the beaches attraction (M=4.25, SD= 0.723) and the 
beautiful nature (M=4.16, SD=0.708). They also agreed that Pangkor Island is a value for 
money destination (M=4.04, SD=0.588) and they are satisfied with hospitality hotels/resorts 
staff service (M=4.02, SD=0.653), accessibility and hygienic food services experienced by 
tourists (M=4.01, SD=0.621) and the leisure and entertainment activities (M=4.00, SD=0.658). 
Tourists also acknowledged that Pangkor Island offers local culture and lifestyle (M=3.92, 
SD=0.660) besides having friendly locals and clean island (M=3.91, M=0.690). The 
respondents also claimed that Pangkor Island has a decent climate and safe to travel (M=3.87, 
SD=0.73) and the cost of living is acceptable (M=3.80, SD=0.849). The next table (Table 5) 
reports the descriptive analysis of tourist satisfaction and loyalty instruments. 
 
Table 5: Descriptive analysis of tourist satisfaction and destination loyalty 
Code Items N Mean Standard 
Deviation 
Satisfaction    
S1 I am satisfied with the products and services 
provided in Pangkor Island. 
338 4.08 0.693 
S2 I am satisfied with Pangkor Island local people’s 
behaviour and culture. 
338 3.91 0.659 
S3 I am satisfied with the safety and clean environment 
on Pangkor Island. 
338 3.94 0.685 
S4 Overall, I am satisfied with my experience of 
travelling to Pangkor Island. 
338 4.01 0.635 
Destination Loyalty    
R1 I will revisit this destination 338 4.2 0.802 
R2 I would like to recommend Pangkor Island to others. 338 4.13 0.81 
 
Referring to the table above (Table 5), the majority of the respondents agreed that they are 
satisfied with the products and services provided in Pangkor Island (M=4.08, SD=0.693). 
Furthermore, the respondents are also satisfied with the safety and clean environment in 
Pangkor Island (M=3.94, SD=0.685) and the Pangkor Island local people’s behaviour and 
culture (M=3.91, SD=0.659). Overall, the local tourist is satisfied with their experience 
travelling to Pangkor Island (M=4.01, SD= 0.653). Next, Table 8 below reports the descriptive 
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analysis of Destination Loyalty instruments. Majority of the respondents agreed that they 
would revisit this destination (M=4.20, SD=0.802) and would recommend Pangkor Island to 
others (M=3.13, SD=0.810). 
 
4.3 Measurement Model  
To obtain the measurement results, the standard procedures of Smart PLS analysis were 
followed. First, the structural links among the constructs were established followed by setting 
the path weighting scheme in the PLS algorithm (Hair et al., 2013). Next, the measurement 
model is tested by assessing the validity and reliability of the items and constructs used in each 
(reflective and formative) model. Four parameters were examined to examine the reflective 
measurement models: i) internal consistency reliability; ii) indicator reliability; iii) convergent 
validity and; iv) discriminant validity (Hair et al., 2013). All reliability and validity tests were 
confirmed, indicating that the measurement model used in this study was valid and suitable for 
estimating the parameters in the structural model. 
The procedures of PLS-SEM are as follows: i) establish the structural links among the 
constructs (see Figure 3) followed by setting the path weighting scheme in the PLS algorithm 
(Chin, 2010); ii) test the measurement model by assessing the validity and reliability of the 
items and constructs used in each reflective model. In line with this, Table 6 reports the outer 
loading, indicator reliability, composite reliability, AVE scores, and the Cronbach Alpha value 
for the reflective measurement model. Figure 3 shows the result of the PLS reflective 
measurement model. 
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Figure 3: Reflective measurement model 
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Table 6: Reflective measurement model 
Code Instruments Loadings Cronbach's 
Alpha 
Composite 
Reliability 
Average 
Variance 
Extracted 
(AVE) 
A1 Enjoy beaches 0.868 0.751 0.858 0.669 
A2 Beautiful nature. 0.808 
A3 Climate 0.774 
B1 Friendliness of locals 0.780 0.728 0.847 0.648 
B2 The hospitality of hotel/resort staff 0.831 
B3 Local culture and lifestyle 0.804 
C1 Low cost of living 0.800 0.781 0.871 0.693 
C2 Worth for money 0.868 
C3 Value for money packages 0.829 
D1 Accommodation/facilities 0.820 0.779 0.871 0.693 
D2 Leisure/entertainment 0.826 
D3 Accessibility 0.850 
E1 Safe travel  0.860 0.811 0.888 0.725 
E2 Hygienic food services 0.836 
E3 Clean Island 0.859 
S1 I am satisfied with the products and 
services provided in Pangkor Island. 
0.857 0.850 0.899 0.690 
S2 I am satisfied with Pangkor Island 
local people behaviour and culture. 
0.806 
S3 I am satisfied with the safety and 
cleanliness environment in Pangkor 
Island. 
0.851 
S4 Overall, I am satisfied with my 
experience of travelling to Pangkor 
Island. 
0.805 
R1 I will revisit this destination 0.953 0.894 0.949 0.904 
R2 I would like to recommendation 
Pangkor Island to others. 
0.949 
 
The factor loading is the basis to confirm the indicator reliability. Based on Table 6, all 
items loaded significantly (loadings ranging from 0.774 to 0.953) onto their respective factors, 
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verifying their indicator reliability (Fornell & Larcker, 1981). Meanwhile, the measurement 
model used to collect consumers’ data had sufficient convergent validity that was assessed 
based on the AVE value. In the context of this research, Table 6 reports that the AVE values 
of all construct are as follows: natural attraction (0.669), local people (0.648), value destination 
(0.693), services and facilities (.693), safety and cleanliness (.725), traveller’s satisfaction 
(.690) and destination loyalty (.904). All of them were well above the required minimum level 
of 0.50. The measures of the six reflective constructs had exceeded the levels of convergent 
validity and exhibited high reliability which concluded that the values in this model for factor 
loading, composite reliability (CR) and AVE analysis exceeded the recommended cut-off 
parameters (Hair et al., 2013). 
The Heterotrait-Monotrait ratio of correlations (HTMT) is a new method for assessing 
discriminant validity in PLS-SEM. Henseler, Ringle, and Sinkovics (2009) proposed the 
superior performance of this method by means of Monte Carlo simulation study and found that 
HTMT can achieve higher specificity and sensitivity rates compared to the cross-loadings 
criterion and Fornell-Lacker matrix. Table 7 reports the HTMT test results. 
 
Table 7: HTMT results 
Variables Destination 
value 
Natural 
Attraction_ 
Loyalty Safety & 
Cleanliness 
Satisfaction 
Destination value          
Local Behaviour 0.819         
Natural Attraction 0.840         
Loyalty 0.585 0.672       
Safety & Cleanliness 0.830 0.834 0.650     
Satisfaction 0.814 0.827 0.741 0.841  
Services & Facilities 0.828 0.838 0.633 0.846 0.807 
 
The HTMT results indicated no discriminant validity problems (HTMT<0.85 criterions). 
This implied that the HTMT criterion did not detect the collinearity problems among the latent 
constructs (Henseler et al., 2009). Overall, the measurement mode supports the discriminant 
validity between the constructs. Based on the finalized measurement model, satisfaction 
(reflective constructs) can be explained by five reflective constructs that are destination value, 
local behaviour, natural attraction, safety & cleanliness, and services & facilities factors. 
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4.4 Structural Model 
Using the SmartPLS 3.0 bootstrapping output, the relationships between independent and 
dependent variables were examined. The criteria used in assessing the PLS-SEM involved the 
coefficient of determination (R2), estimation of path coefficient (β), effect size (f2) and 
prediction relevance (Q2). In order to test the significance level, the path relationship presented 
in the framework was examined through the regression coefficient (β) value. The significance 
of the regression coefficient β was based on t-values, which was obtained using the PLS 
Bootstrapping process. Based on the t-statistics output, the significance of each relationship 
was determined. Table 8 lists the path coefficients, observed t-statistics and significance levels 
of the structural model. The path coefficients are acceptable when their significance is at least 
at the 95% confidence level. 
 
Table 8: Path coefficients, observed T-statistics, and significance levels 
 Hypothesis Beta 
value 
Standard 
Deviation  
T 
Statistics  
P 
Values 
Result 
H1 Natural Attraction_-> 
Satisfaction 
0.201 0.065 3.212 0.001 Accept 
H2 Local Behaviour -> Satisfaction 0.151 0.061 2.309 0.021 Accept 
H3 Destination value -> Satisfaction 0.103 0.054 2.006 0.045 Accept 
H4 Services & Facilities -> 
Satisfaction 
0.040 0.067 0.530 0.596 Reject 
H5: Safety & Cleanliness -> 
Satisfaction 
0.461 0.063 7.361 0.000 Accept 
H6 Satisfaction -> Loyalty 0.647 0.040 16.212 0.000 Accept 
 
The results of the path coefficients (Table 9) revealed that the Natural Attraction 
(β=.201***), local behaviour (β=.151***), destination value (β=.103***), and safety and 
cleanliness (β=.461***) attributes were significant in explaining satisfaction, while services 
and facilities were found to be insignificant. This suggests that the social environment and food 
and beverages are major determinants of destination loyalty. Meanwhile, satisfaction 
(β=.647***) was found to be a significant predictor for destination loyalty. 
The results showed that 42.1% (R2=0.421) of the variance in the satisfaction construct 
could be explained by the proposed predictors. The result also showed that satisfaction could 
explain 71.6% (R2=0.716) of the variance in Destination Loyalty construct. Meanwhile, Götz, 
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Liehr-Gobbers, and Krafft (2010) test of predictive relevance (Q2) were applied to determine 
the predictive relevance of the independent variables in the model. The higher the value of Q2, 
the greater the predictive relevance of the structural model (Chin, 2010). Using an omission 
distance of 0.7, this study obtains a Q2 value of 0.496 for satisfaction and Q2 value of 0.643 for 
Destination Loyalty which indicated a highly predictive model. 
The inner-model change in the relations to the effect size is calculated by employing Chin 
(2010) effect size (f 2) analysis. According to Chin (2010), the effect size (f 2) values of 0.02, 
0.15, and 0.35 for the significant independent variables represent weak, moderate and 
substantial effects, respectively. Table 9 reports the effect size. 
 
Table 9: Effect size (f ²) 
Variables Loyalty Effect size Satisfaction Effect size 
Destination value 0.071  Small 0.109  Moderate 
Local Behaviour 0.092  Small 0.141  Moderate 
Natural Attraction_ 0.136  Moderate 0.210  Substantial 
Safety & Cleanliness 0.299  Substantial 0.462  Substantial 
Satisfaction 0.649  Substantial  -  - 
Services & Facilities 0.023  Small 0.036  Small 
 
In terms of the effect size (f 2) towards the dependent variable (destination loyalty), the 
effect size (f 2) for Destination value, Local Behaviour and Services & Facilities towards 
Destination Loyalty are higher than 0.02, while the rest (Natural Attraction, Safety & 
Cleanliness and Satisfaction) are moderate and substantial. Meanwhile, the effect size of 
Services & Facilities on satisfaction is small, and the effect of Destination value, Local 
Behaviour, Natural Attraction and Safety & Cleanliness on satisfaction are moderate and 
substantial. 
 
5.0 DISCUSSION  
This study seeks to identify the relationship between tourist experience quality namely natural 
attraction, local people behaviour, safety and cleanliness, the value of destination, and services 
and facilities towards the tourist’s satisfaction in Pangkor Island and the relationship between 
tourist’s satisfaction and destination loyalty. Typically, since tourist satisfaction may be a solid 
indicator of intention to return to the destination, visitors are more likely to return to the same 
destination and are more willing to share their positive destination involvement with their 
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companions and relatives. After completing the test and analysis such as descriptive analysis 
and SEM, the results confirm a positive relationship between independent variables which is 
tourist experience quality with the dependent variable which is tourists’ satisfaction. 
This study has also shown that the natural attraction, friendliness of local people, 
destination value, safety and cleanliness of Pangkor Island are the most important contributing 
factors for tourists’ satisfaction. Meanwhile, services and facilities are not the influential 
attributes affecting the tourist's satisfaction and loyalty towards Pangkor Island. In terms of 
experience, the quality of the experience affects tourist satisfaction. These findings are 
consistent with past studies by Aise Kyoungjin and Graham (2012) and Sangpikul (2018), 
implying the importance of tourist experience quality (except services and facilities) on their 
satisfaction and destination loyalty. This study also confirms that destination loyalty may not 
exist without tourist satisfaction, as of the tourist satisfaction towards tourist experience 
quality. This empirical research confirms that destination loyalty is affected by visitors’ 
satisfaction towards the island attributes, especially on their experience quality (Aise 
Kyoungjin & Graham, 2012; Deng & Pierskalla, 2011; San Martin et al., 2013). As visitors 
experienced satisfaction towards the quality of natural attraction, friendliness of local, 
destination value, safety, and cleanliness of a tourism destination, they are more likely to return. 
 
6.0 CONCLUSION 
Malaysia is one of the countries that has a variety of natural resources to be offered to the 
tourism market. Besides an island, Malaysia has amazing places to visit such as the natural 
park, highland, and historical destination. Like any other developing country, the Malaysian 
tourism sector is important in sustaining economic growth, income generation, and job 
creation. Therefore, it is important for tourism marketers to understand what the tourist truly 
wants, what affect their satisfaction and how does it affect tourist destination loyalty. This study 
proposes destination managers should adopt practical strategies and attitudes in designing and 
planning their business strategy in attracting and retaining visitors. 
Enhancing tourists’ experience quality are important issues for destination managers when 
designating their sustainability strategies. This study proposes local people as the vital island 
stakeholders that are able to improve the quality of available resources by managing and 
utilising the existing attraction potentials and be proactive in creating the new ones. Also, the 
natural resources, as well as the local environment at the destination, have the potential in 
expanding the perceived value of an island destination with immediate effect on tourist 
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satisfaction and destination loyalty. These two factors are observed as the attraction factors 
when it comes to choosing a destination, and it is also crucial in terms of management 
implications. Nonetheless, managing tourists’ loyalty is one of the most difficult challenges of 
a destination, especially for an island destination. Therefore, by understanding the attributes of 
the island destination, it may offer assistance in managing the sustainability of island 
competitiveness. 
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